The world became global village as a result of the globalization in these days. So, the global Quick Service Restaurants (QSRs) expanded globally especially in the Arab markets. The global QSRs adapted local traditional products from the host countries to compete with the local Egyptian QSRs. The main purpose of this paper is to evaluate the comparative case study of globalizing the local products which served by McDonald's QSRs versus, localizing the global products served by local Egyptian chain QSRs which offers some useful lessons for global QSRs entering Arab markets. This research will explore the importance of adapting marketing mix for global QSRs in the Arab markets through a case study of McDonald's McFalafel and McArabia sandwich in Egypt. On the other side, the local Egyptian QSRs adopting the same strategies to penetrate the global QSRs' market share such as; localizing the global products (with little modifications), variety of products; standards of cooking; serving; location; training; equipment; decoration and so on. The local Egyptian chain QSRs all the time compete the global chain QSRs to attract large numbers of the global QSRs' customers.
Introduction
The main aim of this paper is to evaluate the comparative case study of globalizing the local products (Mcfalafel and Mcarabia sandwiches) which served by McDonald's QSRs and localizing the global products (Burger Yaar and burger Zaad) that served by Mo'men local chain QSRs which offers some useful lessons for global QSRs entering Arab markets. This research will explore the importance of adapting marketing mix for global company in the Arab markets through a case study of McDonald's McFalafel and McArabia sandwich. On the other side, the local Egyptian QSRs adopting the same strategies of the global QSRs to penetrate the global QSRs' market share such as localizing the global products (with little modifications), variety of products; standards of cooking; serving; location; training; equipment; decoration and so on. The local Egyptian chain QSRs all the time compete the global chain QSRs to attract a large number of the global QSRs' customers. There is a continuous change in the customers' needs depends on the new trends in local markets which affected by the global markets. On one hand, the global QSRs try always to launch new products to suit local customers taste with achieving profit in the hosting countries by adapting and modified products. On the other hand, the local Egyptian QSRs localize the global products to survive which launched to sustain and maintain its brand name. payment windows are sometimes separate from food pick up windows to save time (Baraban & Durocher, 2010) . The key to success of the QSR business concept centers on reducing production costs through reducing labor and other costs whilst delivering consistent product quality quickly to customers. As Ottenbacher & Harrington (2009: 525) said: "The food innovation process focuses on consistency of product quality with the key to success being able to deliver the order quickly to customers to eliminate labour and equipment costs in the individual stores". QSRs originated in the United States of America (USA) -Americans often live in a hurry and enjoy fast food, i.e. food on the run (Walker, 2008) . History tells us that the first-known QSR dates back to the 1870s, when a New York City food service operation -The Plate Houseserved a quick lunch in about ten minutes. Today many QSRs precook or partially cook food so that it can be finished off quickly -'it is seconds that count in QSR operations' (Walker, 2008: 27) . "QSRs operations are now more global than ever and international fast food eating continues to increase in popularity" (Kara et al., 1995: 318) . The QSR industry is one of the most competitive and saturated business sectors in the USA (Apte & Reynolds, 1995) and "Some of the most successful and largest restaurant chains are part of the quick-service restaurants (QSRs) segment, such as McDonald's, Pizza Hut, Subway and KFC" (Ottenbacher & Harrington, 2009: 524) .
QSRs are mass production units which offer consistent quality of service (Apte and Reynolds, 1997) (Ottenbacher & Harrington, 2009 : 525) Today's hectic lifestyles and the demand for convenience products are leading to an increased demand for QSR products (Hahm and Khan, 2001) . Although most QSRs provide cheap and less-than-nutritious meals they do offer quick, consistent quality meals at affordable prices which attracts customers, particularly young customers and families (Klessig, 2009) . In recent years, the global development and growth of QSRs has become a significant phenomenon as exemplified by the world-wide explosion of McDonald's, KFC and Pizza Hut outlets (Ball & Roberts, 2003) . Franklin (2005) goes further in explaining the principles of QSRs, i.e. effectiveness, calculability, expectedness and control. He emphasised that quantity and standardisation replace quality and diversity as indicators of value and serve as a symbol of the QSR preoccupation with efficiency. The QSR industry survives on the rigid principle of delivering cheap food of consistent quality at high speed (Blacharski, 2006) . These principles were first pioneered by McDonald's: QSC (Quality, Service and Cleanliness) (Reiter, 1996) -the style of service based on low cost and standardized products has contributed to the popularity of QSRs (Kovacik, 1998) . Ball & Roberts (2003) explained that independent restaurants are owned and managed by individuals. In contrast to chain restaurants, independent restaurants have the significant advantage of having the freedom to "do their own thing" in terms of concept development, menus, décor and to change or add items (Walker, 2008:21) . In case of smaller, independent restaurants much relies on the knowledge and the dedication of the hired managers (Alonzo, 2007) . Small businesses often have more friendly approach than chain operations (Hiller, 2003) and they also can occupy special niche markets catering for the needs of particular customers.
Chain restaurants are restaurants that are a part of a multi-unit organisation. They often share the same menu, purchase supplies and equipment cooperatively, and they follow operating procedures that have been standardised for every restaurant in the chain.
(Gordon-Davis & Densburg, 2004: 269) QSR chains have several advantages over independent QSRs, such as: their branding and associated reputation in the marketplace; greater advertising influence; sophisticated systems development; cheap purchasing, access to capital, buying power and the ability to benefit from economies of scale and offer lower prices (Hiller, 2003; Walker, 2008) . However, one significant disadvantage is that there is often a lack of a friendly approach to customers. The future of small independent QSRs will be more secure if they play to their strengths and exploit the weaknesses affecting the chain QSRs (Boer,1992) . Ball & Roberts (2003) compared the competitive advantages and disadvantages of independent and chain QSRs (see Table 1 ). (Cebrzynski, 2008) . In the face of strong competition, global and local QSRs try to launch new products to maintain their image and to attract customers:
Global competition, rapidly changing technologies, reduced product life cycles; cost reduction, high quality products and more demanding end customers are some of the factors that have made companies to look for new strategies for developing new products. New product development process includes all the activities from the development of an idea or a concept for a product, to the realization of the product during the production stage and its introduction into the market place. (Verdecho et al., 2009 ) It is vital for global QSRs to consider the political and legal environment by understanding rules and regulations in the host country; this will be at all levels of government (local, state, national and international) to gain a competitive edge (Reid and Bojanic, 2010) . "Competition is defined as direct and indirect ways customers can satisfy needs a part from making an exchange for a particular offering" (Sandhusen, 2008: 6) . Companies have to be ever-vigilant because they do not know where the competition will come from next.
McDonald (Gregory et al., 1998: 21) . "Use the ocean as a metaphor to describe the competitive space in which an organization chooses to swim Mauborgan, 2005 cited in Hollensen, 2007: 115 (2000), Gregory et al. (1998) and Ottenbacher and Harrington (2009) As a result of the culture diversification, McDonalds has adapted some products of national traditions to suit with local taste in a global dress (Molz, 2006) . Jakle and Sculle (1999) said that McDonald's has become not just an industry dominant, but a kind of cultural icon for much of what America has become, the introduction of the McDonald's chain into a new country (over 100 now) is taken as a sign on spreading American influence worldwide. "Consumer product companies such as Coca-Cola, and McDonald's have standardised production and distribution but still may customised their products to local tastes" (Gregory and Wiechmann, 2002: 14) . Also, the menu of McDonald's has been tailored to suit local tastes and preferences by selected the most popular two dishes in Egypt which are Falafel and Kofta. For example, in France the menu is written in three to five different languages usually French, German, Italian, Belgian and Japanese. Some menus offered items in France are not available in the UK (Mok, 2001 ). The competitive environment that can effect on a restaurant's success or failure through launching new generation of products and services to attract new customers in new markets, its speed of growth strategies, how to differentiate itself from other competitors also lack of experience in adaptation to foreign environmental conditions in the QSR market (Parsa et al., 2005) . According to Porter (1979: 131) "Awareness of these forces can help a company stake out a position in its industry that is less vulnerable be attack." There are five basic forces the threat of new achievement; the threat of substitute products and services; bargaining power of customers; bargaining power of suppliers; intensity of competitive rivalry. 
Conclusion and Recommendations
All in all, this article highlighted the competitive situation among the global chain QSRs and local Egyptian QSRs. There is a stiff competition among the global and local QSRs in everything: launching new products; type of service; time of serving; type of kitchen; type of cooking; configuration; production process and so on. Here this article highlight on the competition on launching new products by localizing the global products and globalizing the local products. This research recommended that:  Red competition is a strong topic for study in the Egyptian QSRs market. QSRs) .  The local QSRs should observe the positive and negative points in its restaurants.  The local QSRs should avoid the rude advertising like "we do not plastic sandwiches".  It is not necessary to imitate your competitors after they have produced new products but you should be the first to market.  The local QSRs should update its products to satisfy the local customers' needs.  The local QSRs should update itself to survive and sustain its brand name.  The local QSRs should serve a variety of products in its menus.  The importance of identity for every QSRs.
